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Abstract: The purpose of this study is to assess the antecedent role of brand experience (BE) in the
intention to forward online company-generated content (CGC) within an online Islamic banking
sector. The present study analyzed 387 valid responses collected through an online survey conducted
among a number of online Islamic bank customers in Palestine. The results of this study revealed that
BE has a stronger influence on customers’ intention to forward online company-generated contents.
This research pioneers the empirical research in Palestinian Islamic banking systems exploring the
instrumental role of BE on customers’ engagement behaviors, as well as the intention to forward
online CGC. In addition, this research aims to fill the existing gap in the under-researched area of the
online branding of Islamic banking services.
Keywords: brand experience; brand community; company-generated content; Islamic banking;
intention to forward
1. Introduction
With the advent of Internet and social media, the nature of communications has drastically
changed between marketers and customers from one-way to two-way communication [1]. In this
sense, social media networks have become significantly developed platforms for businesses to use
to perform their activities and achieve their goals [2,3]. In addition, social media platforms are also
an important tool for marketers to understand customers’ motivations to express and share their
needs and wants [4]. Companies approach social media platforms to gather information related to
their products, services, and brands in order to satisfy customers’ needs and wants [5,6]. Statistics
show that there are more than 50 million businesses using Facebook as a social media platform to
conduct businesses such as offering products and services, running promotional campaigns, running
advertisements, obtaining feedback on customers’ experiences, and so on. The leading organizations
in the market spend 30 percent of their budget on customer engagement and interaction with brands
via social media [7]. On the other hand, previous studies in this field focused on measuring and
investigating customer experiences with products, services, and brands both in offline and online
settings in various marketing fields for the following reasons: customers’ experiences are central
to measuring organizational performance. Customers with positive experiences help companies
achieve competitive results in customer attraction, retention, and positive word of mouth. Customer
experience is considered as a competitive battlefield between companies [8]. Positive and negative
experiences represent a vital indicator of the level of customer satisfaction [9]; in this sense, experiences
are important in understanding customers’ purchases decision-making [10]. Customer experience
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also shapes the interaction process with regard to the different reactions between the customers and
businesses [8]. In addition, customer experiences can be evaluated through the comparison between
customers’ expectations and the offerings of the firms via different touch points [11]. Therefore,
studying and measuring customer experiences with brands and engagement behaviors through social
media represents the most important purpose for marketing professionals and marketing firms. In this
light, brand experience has never been investigated within the context of Palestine, in particular in the
Islamic banking sector. For that reason, this study aims to address the following question: does the
brand experience of Islamic banks affect customers’ engagement behaviors through brand community
pages on Facebook? The results of this study are especially valuable for marketing professionals and
banks managers in Palestine to understand how brand experiences will drive engagement behaviors
and should help them design, develop, and implant marketing campaigns successfully.
2. Literature Review
The literature review conducted for this study is divided into the following five themes: the
Islamic banking and finance systems, brand experience, customer engagement within the social media
setting, consumer intention, and finally online brand community engagement and perceived trust with
regard to brand community pages.
2.1. Subject of the Study: the Islamic Banking and Finance Systems
The Islamic banking and finance market have been growing rapidly over the past few years.
The swift growth has translated into a larger market with a broader area of influence and greater
diversity with regard to the Islamic financial industry. Moreover, the Islamic banking and finance
market has expanded geographically. In this sense, Islamic banking services and operations are
mostly established in Muslim-majority countries. Also, the geographical expansion of these banks has
reached non-Muslim territories such as Singapore, the United Kingdom, Hong Kong, and South Africa,
which have added some forms of Islamic banking and finance activities to their financial services [12].
The Islamic banking system prohibited interest rates (riba), fixed rates on return deposit, or charging
interest rates on loans. The Islamic financial systems depend on sharing profits and loss according
to previous agreements between the Islamic banks and their customers [13,14]. The Islamic banking
guidelines and procedures derive from the principles of Sharia. Kpodar and Imam [15] indicated that
the Islamic banks are not only forbidding interest rates (riba), they also prohibit all kinds of activities
and transactions restricted by Islamic law such as asymmetric information in the transaction between
the bank and the client, financial uncertainty, and activities that may have a negative impact on society
by leading customers to fall into forbidden activities and transactions (haram). Furthermore, Islamic
finance bans the funding of haram (unlawful) products and activities such as intoxicating beverages,
tobacco products, pork products, pornography, gambling, illegal drugs, and any transaction deemed
unethical, immoral, and/or socially objectionable.
On the other hand, for the Islamic banking sector to be successful and competitive in the market,
it must be trustworthy for their customers by satisfying their needs and wants while complying with
the rules of Shari’ah. If the Islamic bank is deemed untrustworthy and customers do not feel that
the source of their wealth is entirely halal (lawful) [16], the bank is likely to lose customers who will
switch to a competitor. For that reason, social media plays an important role in creating the brand
community pages of Islamic banks and financial institutions in order to connect with their customers,
build relationships, and engage clients with the brand while identifying customers’ needs according to
the Islamic rules of Shari’ ah [17].
2.2. Brand Experience
The concept of experience is not a new notion; it was introduced first by Holbrook and
Hirschman [18] in marketing literature. Later, the authors of that study directly addressed the
concept of brand experience. Ambler et al. [19] reported that brand experience is created by customers
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who interact personally with the brand when they use the brand, search and find information about
the brand, talk to others about the brand and other related activities. Brakus et al. [20] posit that
customer experience is especially relevant in fields such as marketing, philosophy, cognitive sciences,
and management practices. In addition, previous research focused on measuring the experiences
derived from the products features instead of those stemming from the brands. In that light, the study
identified and conceptualized the concept of brand experience.
Brakus et al. [20] approached the concept of brand experience according to four dimensions
(sensory, affective, intellectual, and behavioral) in order to shape customer experience with the
brands as a part of brand design. His study further explained that the conceptual perspective on
brand experience differs from other brands constructs, i.e., brand experience differs from brand
attitude, brand involvement, brand attachment and brand personality. Therefore, brand experience is
best approached through specific sensations, feelings, cognitions, and behavioral responses instead
of a general evaluation, emotional relationship concept, or a motivational state about the brand.
Nysveen et al. [21] reveals that brand experience involves both customers and non-customers, while
Chase and Dasu [22] corroborates that the impression of brand experiences has a stronger effect on
consumer memory when compared with the impact of the features and benefits of the products
and services. BE in its simplest form can be defined as a set of variables that collectively shape the
attitude of customers toward a product, a service or a company. These variables include purchasing
experience, customer satisfaction, post purchase service, and the behavioral response of the customers.
BE, mediated by Brand community engagement (BCE) and perceived trust of Brand Community Pages
(BCP), encourages customers to develop a positive or negative stand toward the brand—considering
that experiences affect attitudes, judgments, and other aspects of consumer behavior [23].
According to Schmitt [24], consumers’ expectations from brands as a means to integrate consumers’
sensations, feelings, and intelligence far exceed the functionality and utility associated with the products.
On the other hand, the work of Brakus et al. [20] and Cheng and Khan [25] revealed that consumer
experience with the brand “can affect certain aspects of consumer behavior such as satisfaction and
loyalty”.
In this sense, previous research approached brand experience in online contexts, i.e., searching
for products and services online [20]. The online brand experience resulting from the advent of
online brands as a result of the rise of the internet and other information technologies has also been
researched [26,27]. The interactions with online brands as a result of customers’ internal subjective
responses have also been examined [28]. In addition, Helm [29] reports that online brand experience
is central to improving the quality of customers’ experience while building relationships with the
consumers of the banks.
With regard to previous research assessing brand experience in online and offline settings within
the context of the banking sector it is worth noting both offline experiences in the banking sector [30–32]
and online experiences in the banking sector [8,33,34].
According to previous studies and the theoretical background, the present study infers that
customer experiences in the case of Islamic banks’ brands influences customers’ perceived trust with
regard to the Facebook community pages while increasing customers’ level of brand community
engagement with Islamic banking. In this regard, the following hypothesis is put forward:
Hypothesis 1. (H1). Brand experience positively influences customers’ perceived trust of Facebook community
pages.
Hypothesis 2. (H2). Brand experience positively influences customers’ level of brand community engagement.
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2.3. Customer Engagement within the Social Media Setting
Social media platforms have changed customers’ behavior by encouraging them to interact
with each other as well as with companies and brands. Social media development has transformed
customers from passive buyers into active customers. Malthouse et al. [35] revealed the role of social
media in turning customers into active participants while changing their interactions and behaviors
with regard to company-generated content, resulting in customers in social media platforms becoming
value creators [36]. Investigating customers’ behavior in social media platforms is also relevant.
Previous research reported the different factors affecting customer engagement within the context of
social media platforms.
Brodie et al. [37] and Brodie et al. [38] revealed that customer engagement depends on multiple
dimensions (cognitive, emotional, and behavioral) playing a significant role in relational exchange.
Along these lines, Hollebeek [39–41] and Brodie et al. [37] identified the different dimensions
(cognitive, emotional, and behavioral) mediating the concept of customer-brand engagement and
brand interactions. In addition, reference [42] examined engagement as a behavior other than a simple
purchase. Also, Dolan et al. [43] assessed customer behavior in social media beyond the purchase.
On the other hand, Brodie et al. [37] indicated that customer engagement is more than customers’
participation and interaction and that it is actually related to the relationship and engagement with
objects such as brands.
With regard to previous studies examining customer engagement within the context of brand
community engagement: Algesheimer et al. [44] examined customer engagement within brand
communities and found that it is affected by three dimensions (Utilitarian, Hedonic, and Social) which
provide an intrinsic motivation for customers to interact with other community members. In this
light, McAlexander et al. [45] assessed the process of building a brand community and defined brand
communities as the fabric of the relationships between customers in the community, brand, products,
and the firm. This study also tested previous results with regard to studies on brand communities
through quantitative methods by expanding the definition of brand communities. In this sense,
they revealed entities and relationships that previous research ignored at that time. These studies
also focused on the key characteristics of brand communities, such as geotemporal concentrations,
and the richness of social context. In this sense, the brand community can be strengthened by
encouraging customers to share and provide feedback, which in turn improves brand loyalty. Also,
Sprott et al. [46] approached the self-concept of brand engagement. In this sense, Chang et al. [47]
defined the brand community as an increasingly widespread social aggregate that attracts the attention
of brand fans. The importance of a brand community is especially significant for customers who
appreciate their role in building and developing the online and offline brand community. In this
regard, motivating customers to engage in these communities and fostering customers’ loyalty with
regard to the brand of the company is absolutely instrumental. Other previous studies approached
customer engagement in online and social media contexts. In this sense, Calder et al. [48] assessed
online engagement with regard to websites. Thus, Baldus et al. [49] examined the key dimensions
affecting online brand community engagement and their role in motivating customers to participate
in online brand communities. This study also described online brand community engagement
as the compelling, intrinsic motivations that result in a continuous interaction between customers
and the online brand community. Wang et al. [50] and Madupu [51] revealed the role of functional,
psychological, and social needs in encouraging customers to participate in the community, in addition to
assessing hedonic needs as a driver to participate in online communities. Wang and Fesenmaier [52] and
Dholakia et al. [53] investigated the factors that motivate customers to participate in virtual communities;
these studies also assessed and outlined the structures of said communities. In addition, Gong [54]
identified consumer-brand engagement behavior in online brand communities. The study assessed
the antecedents of customer brand engagement behavior from a cross-cultural perspective. On the
other hand, Cvijikj and Michahelles [55] posit that social networks have become additional marketing
channels complementing traditional channels with regard to marketing strategies. The marketing
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exchange and engagement through social media between companies and customers are fundamental,
non-transactional constructs [55]. On the other hand, previous studies posit that the antecedent
constructs of customer engagement are the following: involvement [28,37,39], participation [28,37],
flow [39], identification [56,57] and identity [42,58]. In addition, previous research identified the
consequence constructs of customer engagement as follows: loyalty [59] and customer value [39].
Other studies investigated both antecedent and consequence constructs of customer engagement and
found the following dimensions: interaction [39,57,60], rapport [37,39], customer satisfaction [42,57],
trust [39,42,57,59,61] and commitment [39,42,59,61].
In the context of the development of social media, the open line of communication in social media
platforms between financial institutions and their customers is central to establishing relationships
between the financial institutions (brand) and their customers. On the other hand, previous studies
and reports indicated that 46% of social media users would use a social media platform as their
primary source of communication with their banks and financial institutions [62]. Financial institutions
neglecting the importance of social media are basically losing the opportunity to be strategically
well-positioned in their field [63]. For that reason, social media serves as a significant tool for financial
institutions to attract new customers and retain their existing loyal base while improving their business
performance [64].
2.4. Consumer Intention
According to Watts and Peretti [65] in the context of online environment, marketing companies
create contents such as video, audio, and websites available online for their users in order to build
their brand. In this sense, users will eventually consume these contents by interacting with them and
will ultimately contemplate whether to forward, or share the company-generated content. In this
light, previous research focused on the motivational factors to forward and share online contents [66].
Taylor et al. [67] indicated that there are differences in the motivational factors impacting on users’
decisions to forward and share company-generated content. In this sense, the more individualistic
and altruistic individuals are, the more likely they are to forward online content. In addition, those
individuals who reveal their self-concepts motivate others to also share online content [67]. In light
of these findings, one of the main objectives of the present study is to explore and test the empirical
relation between brand experience (BE) and consumer behavior beyond satisfaction, trust and loyalty.
More specifically, the endeavor is to assess the impact of BE on consumers’ intentions within the online
Islamic banking sector in Palestine. Does an attractive BE entice consumers to act favorably toward the
brand beyond being loyal customers? Would they forward the online company-generated content
(CGC) to potential consumers?
2.5. Mediating Factors
The comprehensive understanding of the relationship that links BE to customers’ intentions
requires the modification of the model to account for a second order construct measuring the impact of
two fundamental mediating factors, namely online BCE and perceived impact of BCP on customers’
intentions to forward online CGC (Figure 1).
The success and the continuity of any online BCP largely depends on the brand’s ability to create
and maintain credible online content and on its resolve to actively engage its current and potential
customers in the branding process. The quality of the website and its contents as well as the level of
audience engagement exert a profound influence on shaping customers’ attitudes and consequently
swaying their intentions and behavior toward online CGC.
Sustainability 2019, 11, 4649 6 of 17Sustainability 2019, 11, x FOR PEER REVIEW 7 of 17 
 
Figure 1.  Conceptual model that summarizes the research hypotheses. 
3. Materials and Methods  
3.1. Data Collection and Sample Design  
The specific criteria used to select the participants for this study dictate that respondents should 
have at least one registered Islamic bank account and a Facebook account, and should have joined 
the Facebook page of the Islamic bank brand in which the brand’s customers participate. A total of 
387 questionnaires were randomly distributed via email and through the Facebook fan pages of each 
Islamic bank, the survey was distributed among the members of the Islamic banking brand 
communities in March and April in 2018.  
A total of 400 questionnaires were retrieved, 387 were deemed to be valid responses, which 
amount to a 97% response rate. Out of the 400 received responses, 13 responses were found to be 
unusable for data analysis based on incomplete information. The questionnaire was prepared in 
English, and was translated into Arabic by professional translators to ensure uniformity and 
consistency. To ensure the quality of the questionnaire items, a pilot test involving 35 university 
professors was conducted using the same data collection instruments and procedures. Furthermore, 
experts in the Islamic banking sector, brand management and brand experiences were also asked to 
review the items of the questionnaire to ensure the consistency of each item. The questionnaire was 
developed to address all variables in the study (personal data, independent variables, moderating 
variables and dependent variables), which were measured using a 7-point Likert scale.  
The survey questionnaire is organized in three sections. The first section includes various 
assessment questions to confirm the subject’s interest and consistency. The second section groups the 
items in order to organize the proposed study. The third section contains users’ sociodemographic 
information and other miscellaneous information in order to analyze the participants’ profiles, 
classification, and the relevant variables. 
3.2. Measurements  
The survey used for data collection includes the adaptation of some of the most recognized scales 
in the scientific literature. In order to check understanding and absence of error in these scales, (1) 
qualitative personal interviews and quantitative tests were carried out amongst professional bankers 
in order to guarantee the validity of the terms used, and (2) a pilot test with a sample of 35 
questionnaires was tested on university professors to validate measuring elements. A back-to-back 
translation system was used for the validation of the scales, while keeping the original meaning.  
Specifically, this study adapted the Brand Experience scales used by Brakus et al. [20]. Perceived Trust 
Figure 1. onceptual model that su marizes the research hypotheses.
2.5.1. Perceived Trust of Brand Community Pages
The content of BCP, among other variables, is an integral factor affecting customers’ perceived
trust of a webpage. Providing updated, relevant, and informative content to guide and inspire the
intended audience is fundamental for any social media platform (i.e., online BCP) to stay lively and
comm nd an abundance of traffic [68].
Companies s ek o cre te trustworthy o line brand community pages which will enable them
to gain customers’ trust as a key factor to the success of the branding campaign [69]. Akkucuk and
Turan [70] argued that the benefits of securing customers’ trust of the BCP include enhanced potential
for purchas intention inc eased market share.
Customers put greater trust in brand-generated content b cause companies have complete
information with regard to the brand, while customers’ knowledge of the brand is limited [71].
The challenge for companies therefore is to be honest when communicating their brand identities
by presenting balanced and reliable information. This is important in order to defy the claim that
companies tend to manipulate information by highlighting the positive aspects of their brands while
concealing their flaws, in order to attract more customers and boost sales [72,73].
In line with the above discussion, it becomes clear that the relationship between customers and
brands is bounded by customers’ perceived trust of the brand community page. Thus, based on
the above theoretical arguments, the present study infers that customers’ level of perceived trust
in Facebook community pages influences their intentions to forward online CGC. In this sense, the
following hypothesis is put forward:
Hypothesis 3. (H3). Customers’ level of perceived trust of the Facebook community page positively influences
their intention to forward online company-generated contents (CGC).
2.5.2. Online Brand Community Engagement
Muniz and O’guinn [74] describe brand communities (BC) as “specialized, non-geographically
bound communities”. Unlike traditional communities, the members of a BC share the same interests,
values, social relationships, and their common appreciation for a brand. Trusov et al. [75] indicated
that OBCs usually become the most popular, powerful, and leading marketing tools with regard to
social media networks, since OBCs members can easily invite members of the social network to the
online brand community.
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In this sense, online brand communities OBCs have been built and created to form strong
relationships between customers [76]. Also, online brand communities serve as new channels for
customers to interact with other community members and brands [77]. In addition, Brodie et al. [37]
posits that customers build the relationships with the brands. Therefore, studying customer engagement
behaviors, relationships, and interactions with regard to the brand is central to building successful
brand relationships and interactions. This finding was corroborated by Brodie et al. [37] who reported
the need to understand customers’ relationship and engagement with brands.
In this sense, Hollebeek [39] reported that customer engagement with brands is affected by
cognitive, affective and behavioral dimensions. The study also revealed that customers’ interactions
with the brand are considered as a complementary part of the consumer-brand engagement. On the
other hand, Shao and Ross [78] indicated that entertainment and need for information are also
important factors impacting customer commitment and engagement with regard to brand communities.
In addition, a great level of interaction results in an improved intention to purchase and consume [79].
The social interaction of customers within social media networks and online communities depends
on the value that they provide [80]. In this sense, companies have a marked interest in engaging
customers on social media platforms to influence them not only to purchase their products or services,
but also to mediate their intentions and fostering their intention to forward online CGC. Therefore,
it can be hypothesized that the intensity of online BCE will have a proportional impact on customers’
intention to forward CGC. Thus, based on the above theoretical arguments, the present study infers
that customers’ levels of BCE influences their intention to forward online CGC in the context of online
Islamic banking. In this light, the following hypothesis is put forward:
Hypothesis 4. (H4). The customer’s level of brand community engagement positively influences the customer’s
intention to forward online CGC.
3. Materials and Methods
3.1. Data Collection and Sample Design
The specific criteria used to select the participants for this study dictate that respondents should
have at least one registered Islamic bank account and a Facebook account, and should have joined
the Facebook page of the Islamic bank brand in which the brand’s customers participate. A total
of 387 questionnaires were randomly distributed via email and through the Facebook fan pages of
each Islamic bank, the survey was distributed among the members of the Islamic banking brand
communities in March and April in 2018.
A total of 400 questionnaires were retrieved, 387 were deemed to be valid responses, which amount
to a 97% response rate. Out of the 400 received responses, 13 responses were found to be unusable
for data analysis based on incomplete information. The questionnaire was prepared in English, and
was translated into Arabic by professional translators to ensure uniformity and consistency. To ensure
the quality of the questionnaire items, a pilot test involving 35 university professors was conducted
using the same data collection instruments and procedures. Furthermore, experts in the Islamic
banking sector, brand management and brand experiences were also asked to review the items of the
questionnaire to ensure the consistency of each item. The questionnaire was developed to address all
variables in the study (personal data, independent variables, moderating variables and dependent
variables), which were measured using a 7-point Likert scale.
The survey questionnaire is organized in three sections. The first section includes various
assessment questions to confirm the subject’s interest and consistency. The second section groups the
items in order to organize the proposed study. The third section contains users’ sociodemographic
information and other miscellaneous information in order to analyze the participants’ profiles,
classification, and the relevant variables.
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3.2. Measurements
The survey used for data collection includes the adaptation of some of the most recognized
scales in the scientific literature. In order to check understanding and absence of error in these
scales, (1) qualitative personal interviews and quantitative tests were carried out amongst professional
bankers in order to guarantee the validity of the terms used, and (2) a pilot test with a sample of 35
questionnaires was tested on university professors to validate measuring elements. A back-to-back
translation system was used for the validation of the scales, while keeping the original meaning.
Specifically, this study adapted the Brand Experience scales used by Brakus et al. [20]. Perceived
Trust of Facebook Community Page was adapted from Morgan and Hunt [81] and Kim et al. [82].
BCE was adapted from Algesheimer et al. [44]. Intention to forward online CGC was adapted from
Davis [83] (see Appendix A). Furthermore, the questionnaire contained a series of questions regarding
the demographic characteristics or behavior of users (e.g. gender, educational qualifications, family
status, age, employment status, place of residence and standard of living, experience using electronic
banking and mobile banking, etc.). Table 1 summarizes the main characteristics of the sample.
Table 1. Descriptive statistics of participant characteristics.








High school 16 4.1
Professional training 91 23.5
Diploma (2 years) 44 11.4
1st university degree (4 years) 121 31.3
Post-graduate studies 115 29.7
Age

















Less than 500 11 2.8
500–899 133 34.4
900–1299 11 2.8
1300 and above 232 59.9
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Table 1. Cont.











Same or Less than 1 years 8 2.1
Between 2 and 3 years 60 15.5
Between 3 and 5 years 145 37.5
More than 5 years 174 45.0
Bank Name
Arab Islamic Bank 156 40.3
Palestine Islamic Bank 127 32.8
Safa Bank 104 26.9
4. Data Analysis and Results
4.1. Reliability and Validity
Cronbach’s α indicator was first used to measure the reliability of the scales, with 0.7 used as the
reference value [84]. All the variables obtained rather good values (α > 0.8). To test the convergent and
divergent validity of the scales, a confirmatory factor analysis was performed. This procedure also
deleted the items that contributed least to the explanatory power of the model (R2 > 0.5). Convergent
validity was evaluated by means of the factor loadings of the indicators. The coefficients were
significantly different from zero, and the loadings between latent and observed variables were high in
all cases (β > 0.7). Consequently, the present study posits that the latent variables adequately explain
the observed variables [85].
With regard to discriminant validity, the variances were found to be significantly different from
zero. Moreover, the correlation between each pair of scales did not exceed 0.8. Given the weak
relationship among the constructs, this research confirms the existence of five different constructs in
each of the three models proposed.
The reliability of the scales can be evaluated again from a series of indicators drawn from the
confirmatory analysis. The standard compound reliability and the average variance explained exceeded
the threshold used as a reference at 0.7 and 0.5, respectively, as well as other indicators of overall fit for
the measurement model [85]. Table 2 shows the main indicators of the scale validation process.
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Table 2. Convergent validity and internal consistency reliability.
Variable Item Standard Coefficient Cronbach’s Alpha CR AVE
BE (Affective)
BEA1 0.824
































4.2. Structural Equation Model
After analyzing the reliability and validity of the initial measurement scales, the research
hypotheses in the literature review were tested through a structural equation model (SEM). Considering
the absence of normality of the variables, this study opted for the maximum likelihood estimation
method and bootstrapping technique (or bootstrap learning samples) for 500 consecutive steps or
samples, and a significance level of 95 percent. The maximum likelihood is preferable in the case
of small samples, as opposed to generalized or weighted least squares [86]. In the bootstrapping
technique, this research approached the Bollen-Stine’s corrected p-value, testing the null hypothesis
that the model is correct. Through re-sampling, this technique permits the standard error of the
constructs to be corrected.
The values of the proposed model are consistent with the values established in the literature [85]:
RMSEA < 0.08 GFI > 0.90, CFI and NFI > 0.90 (see Table 3).
Table 3. Goodness-of-fit indicators in the structural model.
Fit Indices Recommended Value Value in the Model








* Notes: CMIN/DF—normal chi-square/degrees of freedom; GFI—goodness-of-fit index; RFI—relative fix index;
NFI—normed fit index; CFI—comparative goodness of fit; TLI—Tucker-Lewis Index; IFI—incremental fit index;
RMSEA—root mean square error of approximation.
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4.3. Hypothesis Testing
To evaluate the structural model, the statistical significance of the structural loads of the different
proposed relationships was analyzed.
The results of the SEM analysis and the hypotheses testing are shown in Table 4 and Figure 2. In this
research study, all the relationships hypothesized were found to be significant. H1, which proposed a
positive relationship between brand experience and perceived Trust of Facebook page, was confirmed
(β = 0.768; p-value < 0.001, indicating that brand experience stimulates strong trust of the Facebook
page in an Islamic online banking context. H2, which proposed a positive relationship between brand
experience and brand community engagement, was confirmed (β = 0.900; p-value < 0.001); this means
that brand experience stimulates strong brand community engagement in an Islamic online banking
context. H3, which proposed a positive relationship between perceived trust of the Facebook page
and intention to forward CGC, was confirmed (β = 0.150; p-value < 0.001); this means perceived trust
of the Facebook page plays an important role in affecting the customers’ intentions to forward CGC.
H4, which proposed a positive relationship between brand community engagement and intention to
forward CGC was confirmed (β = 0.793; p-value < 0.001). This means that the online brand community
engagement has a positive influence on customers’ intentions to forward CGC.
Table 4. Results of the hypotheses test.
Hypothesis Effect Coefficients S.E. Sig. Support
H1 BE → PTF 0.768 0.051 <0.001 Yes
H2 BE → BCE 0.900 0.048 <0.001 Yes
H3 PTF → IFCGC 0.150 0.054 <0.001 Yes
H4 BCE → IFCGC 0.793 0.066 <0.001 Yes
Lastly, the mediation effect was assessed through Sobel’s [87] test and a nonparametric
bootstrapping procedure [88], yielding the coefficients and the standard errors of each path for
the Sobel test (see Table 5). Results from the Sobel test suggest the mediating effect of perceived trust
of the Facebook community page and brand community engagement between brand experience and
intention to forward online CGC.
Figure 2. Results of the structural model analysis.
Sustainability 2019, 11, 4649 12 of 17
Table 5. SOBEL test results.
Mediator (Path) Coefficient Standard Error Sobel Test p-Value
BE→ PTF 0.768 0.051
2.731 0.006PTF→ IFCGC 0.150 0.054
BE→ BCE 0.900 0.048
2.873 0.004BCE→ IFCGC 0.793 0.066
5. Discussion and Conclusions
The main objective of this study was to examine the type of relationship that exists between the
brand experience and the online BCE, and their behavioral outcomes in the online Islamic banking
context. Results of the study indicate that the BE affects perceived Trust of Facebook page and online
BCE and consumer behavioral outcomes, namely, intention to forward CGC.
The findings of this study contribute to the existing body of literature by providing a clear
understanding of BE and its influence on the online BCE, perceived Trust of Facebook page, and
intention to forward CGC in online Islamic banking research. From a theoretical viewpoint, this study
extends the existing explanations of the BE and its effects on the online BCE. Moreover, Brakus et al. [20]
argued that the BE has a direct and indirect effect on customers’ behaviors. Therefore, it can be taken
as an important step forward in directing theories related to BE effects, and the combined effects
of linking BE to consumer behavioral outcomes that, until date, have received minimal attention
in the Palestinian Islamic banking context. The proposed framework suggests that the BE with an
online BCE provides positive engagement, interactions, and brand intentions to customers. On the
other hand, several studies on consumer-brand engagement approached BE as a consequence of
consumer-brand engagement [39–41]. However, this study allows us to integrate the idea of viewing
BCE as a consequence of BE. Importantly, this framework will serve as a platform for academics that are
interested in studying the relationships between the concepts of the “experience” and “engagement”.
The empirical investigation about the influence of BE on BCE and perceived trust is a significant
contribution to the marketing literature. An understanding of the mediation effect of BCE offers
valuable insights into BCE literature. More importantly, this study extends the previous work on the
BE and BCE relationship by providing empirical evidence of the prior explanation in the banking
sectors [89]. The results of this study reveal the importance of BE in creating a unique BCE in an online
setting, in addition to the intention of consumers’ behaviors to forward the online company-generated
contents. The result of this study also agreed with the previous research that indicated the important
roles of social media platforms in increasing customer participation, interactions, customer experience,
trust, brand image, positive word of mouth, and information sharing [1]. The theories of social
interaction and social influence also indicated that social media is the most important marketing
tool for marketers and decision makers to enhance interactive communication, consumer interaction,
and engagement at lower cost in a short time [1]. On the other hand, previous studies revealed that
customer engagement is more than just interactions and participation and is related to the relationship
and engagement with objects such as a brand [43,90] approached customers’ behaviors in social
media platforms beyond purchases. These results are in line with this study proving that customers’
engagement within the social media is more than interaction and participation, in fact it depends on
the interaction with the brand following previous experiences with regard to that particular brand.
Helm [29] indicated that online brand experience is an important factor to improve the quality of
customers’ experience while building relationships with the customers who are consuming the brands.
Therefore, this study will add new insights to BE as an antecedent to online BCE literature and
the impact on intention to forward online CGC. In addition, this study assesses the interaction and
participation level within the context of social media.
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5.1. Practical Implications
The findings of this research provide a number of practical implications for managers in the
Islamic banking industry. Results from this research confirm the positive influences of BE on intentions
to forward CGC, which are mediated by the BCE. This conclusion suggests that managers should
focus on engaging customers with the bank brand in an online environment, especially through the
Facebook social network as a social media tool, in light of the fact that the majority of Palestinians use
Facebook as their main social media tool. Empirical results indicate BE has an indirect influence on
the intention to forward CGC. This important finding suggests that positive BE would increase the
level of customers’ engagement with the brand community, and consequently enable banks to enhance
the level of customer intention to forward CGC. Furthermore, it will aid bank managers and decision
makers in improving business performance by tracking the behaviors that motivate customers through
social media. The findings of this study also provide valuable guidelines for the Islamic bank managers
to give proper attention to the bank’s Facebook page and the website as an important tool which can
engage customers with the bank’s brand [90]. Managers should formulate their marketing strategy in
order to increase the BE for customers with the bank’s brand that will ultimately motivate and help
engage customers with the brand through social media, thereby increasing customers’ intention to
forward online CGC. With this finding, one can argue that customer experience with regard to the
brand of a bank improves customers’ intention to forward online CGC, indirectly via the BCE. Thus,
it promotes the concept of the BCE as a tool which is more effective for bank managers.
5.2. Limitations and Avenues for Future Research
As with any study, some limitations need to be acknowledged. First, the characteristics of the
sample limits the findings of the study from being generalized due to the fact that (1) data were gathered
from customers of financial entities operating specifically in the geographical area of the Middle East,
and (2) data were collected via a specific social network (Facebook). Thus, future research is needed
to test the proposed model in other geographical areas and through other social networks. Second,
this research was carried out within the financial sector; in this sense researchers are encouraged to
conduct further studies across other industries in order to expand the scope and the domain of the
proposed model in this study. Lastly, further studies need to be conducted to test the relationships in
banking services through cross-cultural research comparing Islamic and non-Islamic customers, by
using different social media (e.g. Twitter) to analyze, compare, and obtain a better understanding from
the findings.
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Appendix A
Brand Experience
The brand of Islamic banks induces feelings and sentiments (BEA1).
I have strong emotions for the brand of Islamic banks (BEA2).
The brand of Islamic banks is an emotional brand (BEA3).
I engage in special behaviors when I see the brand of Islamic banks (BEE1).
The brand of Islamic banks results in bodily experiences (BEE2).
The brand of Islamic banks is an action oriented (BEE3).
I engage in a lot of thinking when I encounter the brand of Islamic banks (BEI1).
The brand of Islamic banks makes me think (BEI2).
The brand of Islamic banks stimulates my curiosity and problem solving (BEI3).
The brand of Islamic banks makes a strong impression on my visual sense or other senses (BES1).
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I find he brand of Islamic banks interesting in a sensory way (BES2).
The brand of Islamic banks appeal to my senses (BES3).
Brand community engagement
I benefit from the following of the Islamic banks brand community’s rules (BCE1).
I am motivated to participate in the Islamic banks brand community’s activities because I feel better
afterwards (BCE2).
I am motivated to participate in the Islamic banks brand community’s activities because I am able to
support other members (BCE3).
I am motivated to participate in the Islamic banks brand community’s activities because I am able to
reach personal goals (BCE4).
Perceived trust
Communicating with Islamic banks brand community member to forward information has imparity
(PTF1).
Communicating with Islamic banks brand community member to forward information is reliable
(PTF2).
Communicating with Islamic banks brand community member to forward information will be
trustworthy (PTF3).
I trust the quality of information forwarded by Islamic banks brand community member (PTF4).
Intention to forward online company-generated contents
It is probable that I will continue to forward the online content generated by the Islamic banks (IFCGC1).
I intend to begin or continue to forward the online content generated by the Islamic banks (IFCGC2).
I will frequently to forward the online content generated by the Islamic Banks in the future (IFCGC3).
I will recommend others to forward the online content generated by Islamic banks (IFCGC4).
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